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Since 2002, China has become the first largest beer producing and consuming 
country in the world, has formed national manufacturing enterprises such as TINGDAO, 
SNOW and YANJING whose scale exceeds 3 million tons, and regional manufacturing 
enterprises such as ZHUJIANG River, VENUS and CHONGQING whose scale 
exceeds 1 million tons, but speaking from the objective meaning, the big beer industry 
is not still a powerful industry. This displays mainly the area selling, lacking the 
nationwide brands, mainly being middle-and-low grade product, and the malignant 
competition of low price. As to China beer enterprises and industry, how to do strong is 
an important problem must solution after doing greatly, the most important task is to 
make the surging brand. 
Beer likes a person, marketing is its thoughts, brand is its accomplishment. Beer 
brand marketing demands to regard products as carriers, give the intension of the brand, 
in order to enter consumer's intelligence. An outstanding brand requires proper position, 
the effective position method includes USP and STP. Brand popularizing must distinct 
brand character, reflect personification character from brand language and brand 
behavior. The brand mix requires constant products innovation, channel innovation and 
propagate innovation, using "buy well, buy conveniently, buy value" to attract customers 
and create customer loyalty, thus selling frequently more people with more high price. 
According to the development trend of brand marketing, we can predict that, in the 
future, marketing of the trans-regional brand and Safeguard of regional brand will 
become two mainstreams of brand marketing in China. The SNOW beer regards 
"nationwide surging brand + regional surging brand" as brand strategy, position and 
Spread brand using the story marketing. The method provides enlightenment for 
nationalize of beer brand. CHONGQING beer starts with guaranteeing product quality, 
launches the variety diversification according to different needs, and carries on depth 
marketing. This offers enlightenment for moulding the area surging brand. But it is 
worth thinking deeply that its brand management is mixed and disorderly and its 















This paper is divided into five chapters. In chapter one, the author defines two 
concepts of brands and brand marketing at first, analyses the characteristic of beer 
products, and pointes out the value of beer brand and importance of brand marketing. 
In chapter two, the author proceeds from course of brand development of beer of our 
country, explains the brand marketing environments and marketing characteristics of 
the beer industry of our country, analyses Consumer's sensitiveness to beer brand and 
the new trend to brand marketing of the new stage in China. On this basis, in chapter 
three, the author chooses SNOW beer which is implementing nationwide brand of 
tactics as case to probe into the marketing of the trans-regional brand, the emphasis 
point is brand strategy, brand position and brand popularization. In chapter four, the 
author chooses the representative regional brand - CHONGQING beer as case to probe 
into the regional brand managing, the emphasis point is the characteristic position, the 
individual character of the brand and channel intensive cultivation. Chapter five finally 
draw conclusion and view of this paper, put forward several constructive, practical 
brand marketing propose. 
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